Abstract Ermenegildo Zegna is one of the most prominent examples of an Italian family business becoming a world leader in the luxury fashion industry. Four generations of Zegna family entrepreneurs turned the company from a small woollen mill in northern Italy into an international supplier of premium fabrics and luxury apparel. The company makes more than €1.20 billion in annual revenues, operates 555 international store locations and owns production facilities all over the world. Despite delocalization of production, the company demonstrates how strong brand reputation and company values together with cohesive vertical integration choices can sustain business growth both locally and globally. This case shows how a successful global expansion strategy in the luxury industry can be based on the logic of family values, such as a commitment to excellence, innovation, employees' wellbeing, community welfare and respect for the environment.
INTRODUCTION
The Ermenegildo Zegna Group is one of the most illustrious examples of a family enterprise that has become a world leader in the luxury fashion industry. The case of this Italian company demonstrates how traditional family values can guide a successful expansion strategy in a very competitive and exacting international marketplace.
Zegna's annual turnover reached €1.26 billion in 2015 with 90 % of the revenues coming from exports, and its products are sold in strategic locations all over the world. China is regarded as the most important market for Zegna. Yet the company has a well-established historic presence in Europe, especially Italy, Germany, and the UK, and in the Americas, and is growing rapidly in Hong Kong, Macao, the Middle East, and international tourist destinations in Europe and the Americas.
Zegna's success is due in large part to the family's "business gene": Gildo Zegna (CEO), Paolo Zegna (Group Chairman), Anna Zegna (Group Image Director and Fondazione Zegna President), Benedetta Zegna (Talent Manager), Laura Zegna (Head of the Oasi Zegna) and Renata Zegna (on the Board of Directors of the Group) are the fourth generation of shrewd entrepreneurs responsible for guiding the group's global expansion today. Together they confirm and promote the values that have created Zegna's unique identity: commitment to excellence, innovation, pioneering strategies and an ability to merge tradition with modernity. The nature of the family business provides them with many advantages, the most important of which is probably flexible and speedy strategic decision making (Colli & Merlo, 2007; Jacobs, 2010; Raghavendra, 2008) .
In its pursuit of excellence, the Zegna company's continuous innovation in terms of raw materials, fabrics and product designs has been guided by Zegna family values. As a result, the company offering extends to exclusive luxury products and services, such as made-to-measure personalized clothing and luxury accessories, including leather bags, footwear, small leather items, high-end timepieces, fragrances, eyewear, etc. The cultural values of the Zegna family influence both intellectual and ethical aspects of business decisions (Blache, 2013) , leading Zegna to focus on the importance of social and environmental responsibility. Business decisions based on family values have ultimately provided Zegna with a unique competitive advantage in the global luxury marketplace.
The company's evolution can be described as follows. In its first stage, until the 1950s, the company was a fabric manufacturer that developed a policy of marketing products of high quality to professional tailors. In the second phase, from the 1950s to 1970s, the company started producing knitwear, formal menswear and clothing accessories.
Since the 1980s, the company has been investing in the development of its own retail network internationally. Today, it is one of the biggest world producers of fine luxury clothing (80 % of company revenues) and highquality fabrics (20 % of revenues).
The company's international policy is based on two main strategies:
• First, progressive launch of retail locations • Second, investment in manufacturing facilities in other countries to better serve high-priority markets with either locally produced items, or better logistics or process organization.
Nowadays, the company produces in five global locations with a completely integrated supply chain, managing every step from raw material to finished goods and retail distribution.
This case study demonstrates how the values of the entrepreneur's family influenced company growth, first in Italy, and later all over the world. These values include a commitment to excellence, product and process innovation, and customer focus. The latter translates into both retail and relationship policies, including direct distribution for two-thirds of the brand's retail locations and an integrated CRM (customer relationship management) system. These values, which extend to employee and community welfare, and respect for the environment, are confirmed by numerous infrastructure investments in the territories where company is located and sustainable development of the supply chain. This chapter will examine Zegna's main business activities, its historical development, market outcomes, organization and structure, and key product lines and their extensions. It will also provide a detailed overview of internationalization strategy success factors and how family values have guided various objectives set by four generations of Zegna family entrepreneurs. The study concludes with a discussion of opportunities and challenges for the company's future, and implications for researchers and managers. The study uses data from an interview with the group's chairman, Paolo Zegna in April 2015, a site visit to Zegna headquarters in Milan, Italy, store visits in Italy and China, trade and academic journals, books, corporate website, and other mass media sources in English and Italian. (Forlin, 2012) , and has invested substantially in product innovation and in the creation of a solid, creative and original brand. Within a few years of its inception, the brand became very well known; it displayed a wide collection of jeans, clothing and accessories, and established its international niche as premium casual wear. In 1989, Diesel was already present in over 40 countries, with foreign sales accounting for about US$130 million. The Diesel brand has stood for creativity, nonconformism and natural instinct. In the beginning, however, the company faced great challenges in entering a mature denim market. Strong competition from famous and international brands such as Levi's, Wrangler and Lee was a critical issue in the company's quest to become a successful international brand.
Due to the necessity of creating a distinctive brand image across multiple markets (see Table 3 .1 for the characteristics of its brand personality), Diesel started to develop innovative advertising campaigns. While these were characterized by a rebellious spirit, they embraced the brand personality of the company. As a result, the brand created a new philosophy around its advertising campaigns, and began to attract big communities of enthusiasts who were eager to live the brand lifestyle. The Diesel community now participates in online and offline events, speaks the brand language and spreads the brand philosophy all around the globe. The diffusion of its brand values has been much enhanced by the company's distribution strategy. For example, Diesel chose to enter international markets through innovative distribution channels, such as the Diesel Planet stores. These stores contributed to the success of the Diesel spirit and strengthened its appeal to transnational consumers who shared the same premium dynamic lifestyle (Business Case Studies, 2015) . This case study has been chosen as an example of a small enterprise that succeeded in growing not just in international markets, but also in a mature industry. Diesel is also a good example of product repositioning, having transformed a basic product, denim, into a premium product within the fashion industry. Thanks to an entrepreneurial marketing strategy, which moved the company in the direction of international market growth, it adopted a marketing mix at the global level. Diesel's marketing strategy has always been characterized by nonconformist choices, guided by personal intuition and great passion.
The case study starts by presenting the main characteristics of the company and of the group Only The Brave (OTB), of which Diesel is a part. The product portfolio analysis of the group and of Diesel underlines the positioning of the group's various brands and the foreign target markets of its operations. The characteristics of Diesel's target consumers also emerge from this analysis. The discussion then moves on to the history of the company, underlining the key milestones of Diesel's growth in international markets, as well as its process of diversification, which started in 2000. While the analysis of the industry presents the characteristics of the fashion and jeans sectors, the analysis of the company's marketing mix also shows the development of the company at both the national and international levels. The case analysis concludes with an explanation of the elements that have led the company to success. The discussion highlights the main opportunities and major challenges that Diesel could face in the near future. This case study is based on secondary data analysis, using sources such as books, websites and trade journals.
COMPANY OVERVIEW
Diesel is an Italian company that sells jeans, casual clothing and accessories. Diesel is part of the holding company OTB S.p.A. The headquarters are based on the beautiful hillside of Molvena, a little town near Vicenza in
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Bossini, a subsidiary of Bossini International Holdings Limited, is a Hong Kong-based casual-wear fashion retailer which as been established for 28 years. It mainly sells comfortable, colorful, easy-to-wear and value-formoney apparel products for men, ladies and children, and aims to offer high-quality everyday clothing to families based on a "happy living" message. Bossini is one of four Hong Kong fashion retailers headquartered in and listed on the Hong Kong stock market (Table 4 .1).
Like other fashion brands whose gradual entry into international markets starts with psychically close countries, Bossini opened its first international store in Singapore in 1987. Having accumulated knowledge and experience, Bossini gradually expanded to other Asian countries in the early 1990s. At present, Bossini operates in 36 countries, making heavy use of a franchise model that provides various operational supports and consulting services to help franchisees develop their business operations. Interestingly, Bossini has far more franchise stores than directly managed stores, and the highest number of all the Hong Kong origin fashion brands such as Giordano and Crocodile (Giordano's Annual Report, 2014; Crocodile Garment's Annual Report, 2014). Going international can generate significant profits for a corporation (Pennemann, 2013) . In 2014, Bossini had 267 directly managed stores in only four countries (Hong Kong, first-tier cities in China, Taiwan and Singapore) and 695 , 2014) . Of all geographical markets, Hong Kong was still the core market, contributing significantly to Bossini's total revenue, while the Chinese market was ranked second (see Fig. 4 .1).
Over the past two decades, Bossini has overcome the challenges of several economic downturns including the serious Severe Acute Respiratory Syndrome (SARS) disease in 2003, the global financial tsunami in 2008 and the European debt crisis in 2010. The emergence of fast-fashion retailers such as Zara and H&M has further intensified competition in the casual-wear mass market, especially in Hong Kong. Nevertheless, Bossini has survived and evolved into a highly successful fashion brand and retailer. It is, therefore, interesting to examine how Bossini successfully overcame the challenges amidst this changing environment and emerged as an international fashion retailing group. This chapter begins with a brief overview of Bossini's history and philosophy before turning to its internationalization strategies. Statistical analysis is then used to evaluate the performance of international operations in each market. In conclusion, findings and implications of the study, together with insights for management, are discussed. 
South Korean (hereafter Korean) apparel company Beaucre Merchandising Co. Ltd. ( hereafter Beaucre) is one of the first Korean apparel companies to start to sell its goods to international markets. Headquartered in Seoul, Korea, Beaucre was established in 1991 and operates seven brands and a sales subsidiary in Shanghai, China. At present, the company directly operates a total of 553 retail stores within leading department stores in Korea, China, USA, Russia, Singapore and Malaysia, and exports to the USA, UK, Spain, France and Italy, among others, through wholesalers. Approximately half of the company's revenue comes from international markets, China accounting for the greatest share. Following the huge success of its leading brand, on & on, in the domestic market, the company chose China as the first country to expand to in 1999. Entering China earlier than other global players presented both opportunities and challenges. The company has overcome the challenges to establish a prestige image in the women's wear market in China.
The quality of apparel goods is hard to evaluate; brand reputation and country-of-origin image are the primary drivers of consumers' perception of product quality (Kumar & Steenkamp, 2013) . Unlike France, Italy and the USA, Korea is not a leader in the global fashion business, so selling Made in Korea-branded apparel goods to global consumers is a daunting task. It was an even more difficult task back in 1999 when Hanryu one of the few Korean apparel companies that has continued to enjoy success.
The story of Beaucre's successful launch and operation in China is a rare case of an apparel brand from a country not known for fashion achieving a successful presence in global marketplaces, and it can provide us with meaningful insights that cannot be obtained from analysis of well-known global fashion brands from countries with an established place in the fashion world.
This chapter's analysis of Beaucre's international expansion to the Chinese market is based on a series of interviews with company chairman Man Joong Lee, a site visit to Beaucre headquarters in Seoul, books, websites, and various mass-media sources in English and Korean. The case study begins with an overview of the company and its history, followed by a look at the apparel industry in Korea and an analysis of Beaucre's internationalization strategies. The chapter concludes with a discussion of future opportunities and challenges the company may encounter, together with their academic and managerial implications.
COMPANY OVERVIEW
Beaucre Merchandising Co. Ltd. was established by Man Joong Lee and Seong Kee Min in 1991. After eighteen years' experience at Kolong Global, a Korean apparel and textile manufacturing company (Fashionchannel, n.d.) , Lee envisioned the creation of an apparel company that creates beauty. The company name, Beaucre, reflected his vision by combining the words "beauty" and "creation" (Beaucre Merchandising, 2011) . The company's sales volume amounts to US$332 billion as of 2013 (Korea Chamber of Commerce and Industry, 2014) with approximately half coming from international operations. Sales growth is faster in international operations, which generates a higher operational profit. Beaucre employs a total of 378 people at its headquarters in Seoul (172 employees) and wholly owned sales subsidiary office in Shanghai, China (206 employees), which was established in 2005. The company mainly manufactures its products in Korea and China but does not own any production facilities.
The company has a portfolio of seven brands ranging from mediumlow to high-end price, mostly targeting female and male consumers in their twenties and thirties with diverse brand images (Table 5 .1). Beaucre started as apparel manufacturers and developed three brands, on & on,
